Abstract
Introduction

1.
The phenomenon of intention to switch from conventional food to organic food is still relatively important debate. This is indicated by the absence of a model that is able to explain the phenomenon in all situations, because each model depending on the object and the settings that are relevant to the research objectives to be achieved so that the implications of each model are limited generalizations. The literature review shows that diversity occurs because of differences in the object models, theories, and research methods used (Mittal and Lassae, 1994; Keaveney, 1995; Colgate and Lang, 2001 ). In addition, previous studies focused aim is to uncover the motive switch and avoid any switch (Keaveney, 1995; Colgate and Lang, 2001; Siddiqui, 2011) . Therefore, in this study will be studied theoretically the process of switching from conventional food to organic food to encourage consumers to switch with reference to the intention of turning a product models.
Model intention to switch from conventional food to organic foods in this study was built by relying on the observation of the techniques focus group discussion (FGD), which was later confirmed by the relevant journals. In the resulting model is further conducted experiments to determine the effectiveness of the model in explaining the intention to switch. Based on these observations identified that the model is based on five variables as the following observations :
The first variable is the product attributes. Variable product attributes basically shows the characteristics and benefits of the product (Engel, et al., 1992) . Attribute characteristic differences between conventional and organic food is reflected in consumer confidence that organic food is more durable, more delicious (Wandel and Bugge, 1997) , and free of pesticides (Swanson and Lewis, 1993; Lea and Worsley, 2005) . In the context switching, attributes the differences will affect the attitudes and intentions of consumers switch i.e. the higher the perception of differences between the product attributes of a product to its alternatives, consumers are likely to be positive about the switch (Herr, et al., 1991; Rimal and Fletcher, 2000) and intends to switch to alternative products (Thapa, 2012; Awogbemi, et al., 2012) .
The second variable to be considered as a determinant of intention to switch is an inconvenience. In terms of the intention to switch from conventional food to organic food, inconvenience can be a difficult obstacle searched find, the price difference is high (Zanoli and Naspetti, 2002; Chinnici, et al., 2002) and at least an alternative option (Chinnici, et al ., 2002) and high switching costs (Anton, et al., 2007) . In the context switching, the difference inconvenience will affect consumer attitudes and intentions to switch i.e. the higher the difference inconvenience in obtaining alternative products than the original product, the consumer not to switch (Keaveney, 1995; Grace and O'Cass, 2001) .
The consumer's motivation to elaborate information is the third variable observed. Motivation elaborate on the information originated from the general concept of motivation to do that in the context of the development of a switch in the object being observed. In the context of product switching, motivation to elaborate information is defined as the individual motivation to elaborate information (Savolainem, 2012) . Consumers who want to switch from one product to the alternative will be evaluated by comparing the knowledge of old products and information relating to new products, so that they can decide on a product that can meet their needs (Lai, 1991) . Consumers with high motivation to elaborate on the information that will seek to improve and deepen the information obtained; Conversely, consumers with low motivation to elaborate information will not do. The expansion and deepening of information impacting the increasing consumer awareness about the required product. This condition will affect strengthen or weaken the attitudes and intentions of consumers to switch. Previous research on the role of motivation variable information elaborates on the relationship attitudes and intentions still showed inconsistencies. The inconsistency is due prior knowledge possessed different consumers. At high initial knowledge of new information would be likely to cause expansion, being in possession of a low initial knowledge of new information are less likely to expansion (Chiu and Chiu , 2012) . These conditions allow this study to review it to get the consistency of beliefs about the role of motivation to elaborate information on attitudes and intentions to switch from conventional food to organic food.
Attitude and intention to switch the variable to the fourth and fifth were observed. Attitude refers to the degree of good or not good evaluation of a person to an object that influence behavior. The higher being supportive behavior, the higher the intention to carry out the behavior (Ajzen, 1991) . Past studies regarding the relationship attitudes and intentions still shows inconsistency. This inconsistency can be seen from the significant positive relationship (Wen, 2010; Chen and Chao, 2011; Thapa, 2012) , and not significant (Kalafatis, et al., 1999; Vermeir and Verbeke, 2006) . Based on the background described then this article aims to examine the effect of variable product attributes and inconvenience to switch to organic food attitudes, influence the attitude variable switch on the intention to switch to organic food. This study also aimed to test the effect of moderating variables motivation to elaborate information on the relationship between the variables of product attributes and inconvenience to shift attitudes and motivation variables moderating influence elaborate information on the relationship between the variables of attitude shift towards intention to switch to organic food.
Literature Review 2.
In this study, the approach used is cognitivist perspective by considering, first, the observed variables in the study were in the form of product attributes, inconvenience, attitude and intention to switch the cognitive element. Variable product attributes and inconvenience is an element of thinking, an attitude variable elements of feeling and intention to switch an acting element. Second, the use of behavioral cognitivist approach used for this study aims to reveal the individual's perception of an object. Third, previous studies on consumer behavior shows that the model describes the relationship of thinking, feeling, and acting has been proven to accurately predict accurately the behavior of the purchase of certain products (Ajzen and Fishben, 1980; Sheppard, et al., 1988; Homer, 1990; Armitage and Conner, 2001) 
The effect of product attribute (PA) on switching attitude
Product attributes, according to Mowen and Minor (1997) , is a characteristic or feature that may be owned or not owned by the object. Objects that are intended can be a product, person, company (corporate), and everything that an individual has the confidence and attitude.
Based on quality, product attributes can be divided into three categories : search attributes, experience, and credens (Grunert, 2002) . Search attributes are all dimensions of quality of the products that can be known prior to purchase, for example, price, brand, nutritional information and production information. Attributes of experience can be known after making a purchase and can be felt while taking it, for example, taste, freshness, and convenience. While credens attribute is a dimension that can not be found before or shortly after consuming the product, for example health benefits, natural and environmentally friendly products, the value of the exclusive and production processes.
Characteristics of organic food has been believed to be a better food than conventional food, which is reflected on the attributes of more durable, more delicious (Wandel and Bugge, 1997) , free of pesticides / chemicals substancesfreeness (Swanson and Lewis, 1993; Lea and Worsley, 2005) , and more secure (food safety) (Vindigni, et al., 2002; Ozcelik and Ucar, 2008) . This condition indicates that the attribute category as a differentiating factor of the non-organic foods are more appropriate organic is an attribute of experience and credens.
Propositions put forward to describe the relationship between product attributes and attitudes switch based on the phenomenon that is likely to have a positive relationship patterns, ie the higher the consumers' perception of difference attributes, the higher the positive attitude to switch to organic foods (Herr, et al., 1991; Rimal and Fletcher, 2000) . The reasons underlying the positive relationship patterns are described as follows.
First, basically consumers act rationally in deciding to switch from one product to another to satisfy their wants and needs. The consumer will be evaluated by comparing the knowledge of the products are usually consumed with information relating to new products, so they can decide which products can meet his / her needs (Lai , 1991) . If this comparison indicates a significant difference in attributes, consumers tend to have a positive attitude to switch (Lee , et al., 2001) .
Secondly, there is the perception that organic food is healthier, safer, and more environmentally friendly than conventional food (Vindigni, et al., 2002; Tarkianen and Sundqvist, 2005; Chen , 2009) . It encourages consumers to have a positive attitude towards organic food. Thus, the formulation of the first hypothesis is :
H1 : The higher the consumer 's perception of the differences in the attributes of the product, the higher the positive attitude to switch to organic foods.
The effect of inconvenience (IC) on the switching attitude
Inconvenience is a troubling incident or complicate the customer. In consuming a product, inconvenience negative effect on attitudes (Olsen, 2007) , and the level of customer satisfaction (Ninh, 2010) . Meanwhile, in the context of the intention to switch, inconvenience refers to all the issues that vex or complicate the customer made the decision to switch (Grace and O'Cass, 2001) . Inconvenience may be the time it takes to access and obtain a product perceived longer than perceived, change the time and place of service, waiting times, lack of attention (Keaveney, 1995) , the difficulty to find the product, the price is expensive (Zanoli and Naspetti, 2002; Chinnici, et al., 2002) , the low availability (Kalafatis, et al., 1999; . Magnusson , 2001; Vindigni, et al., 2002; Tarkianen and Sundqvist , 2005; Chen , 2009 ) and alternative products are limited (Chinnici, et al., 2002 ) and high switching costs (Anton, et al., 2007) .
Propositions put forward to describe the relationship between inconvenience and attitude switch is based on the phenomenon of negative patterns of relationship, ie the higher the perception of the difference inconvenience in product acquisition, the lower the positive attitude to switch to organic foods. The reasons underlying the negative relationship patterns are described as follows.
Basically, to switch from one product to another product, the consumer will consider whether or not there an extra effort to get these alternative products. If need significant additional effort, there will be no switching. Additional efforts to obtain alternative products such an inconvenience, which in the context of switching intentions may be difficult to obtain the product, the price is high (Zanoli and Naspetti, 2002; Chinnici, et al., 2002) , the low availability (Kalafatis, et al., 1999; Magnusson, 2001; Vindigni, et al., 2002; Tarkianen and Sundqvist, 2005; Chen, 2009 ) and lack of alternative options (Chinnici, et al., 2002) . Conversely, if the extra effort to get alternative products are not perceived differently, consumers tend to switch ( Grace and O'Cass, 2001; Gerrard and Cunningham, 2004) . Thus, the formulation of the second hypothesis is:
H2 : The higher the perception of the difference inconvenience in obtaining the product, the lower the positive attitude of consumers to switch to organic foods.
Information elaborating motivation (IEM) / Motivation elaborate information
Motivation is a series of psychological processes that led to the movement, direction , and persistence of voluntary attitude that leads to the destination (Kreitner and Kinicki, 2008) . In this study, the motivation question is consumer motivation to elaborate on the information, defined as an individual incentive to elaborate information about the choice of purchasing the product (Rothman, et al., 1993; Maoz and Tybout, 2002; Harrell, 1986; Savolainem 2012) . Basically, every consumer, before deciding to buy a product, have the possibility to have initial information about it (Chiu and Chiu, 2012) . For example, the consumers consume spinach vegetable to get iron source or consume egg to get protein benefit it contains. However, while choosing from a variety of the same product, consumers will seek to expand the information about the product to be consumed. The more important of these products to consumers, businesses increasingly information intensive search. This gives a signal on marketers to motivate consumers to elaborate information related to product attributes. Information about product attributes are important information to determine product choice among options available products because knowledge about the attributes of the product may change the attitudes of consumers towards a product (Cacioppo, et al., 1994) .
Propositions put forward is that if the consumers' information elaborating motivation is high, the consumers' attempt of conceiving and evaluating the product attribute will improve, thereby the relationship of product attribute to switching attitude will be stronger. The followings are the reason underlying the positive relationship pattern.
Consumers decide to switch from one product to another if more beneficial (Lee, et al., 2012) . This indicates the need for marketers to provide more extensive information about the products on offer, and is able to motivate consumers to elaborate on the information provided. This is consistent with the assumption that the Elaboration Likelihood Model (ELM) is that when consumers have the ability and motivation to expand the information enabling well elaborated information that is expected to strengthen the positive attitude of consumers towards a product (Petty, et al., 2004) . Thus, the hypothesis is formulated as follows:
H3: The higher the consumer motivation to elaborate information, further strengthening the influence of the perception of product attributes the difference to the positive attitude of consumers to switch to organic food .
One of the things that consumers consider in choosing alternative products is convenience in obtaining and consuming (Berry, et al., 2002) . This means that if a product is getting to have a high convenience level, will further encourage consumers to be positive choose the product compared to other products. In harmony with these opinions, it can be assumed that if to obtain alternative products require low inconvenience increasingly encouraging consumers to be positive switch (Keaveney, 1995; Grace and O'Cass, 2001) . These conditions provide a signal for marketers to provide information to consumers that to obtain alternative products, no significant additional effort or inconvenience product has a low , and at the same time motivate consumers to elaborate on the information. Information Elaboration is expected to improve consumer understanding that there is only a slight difference of inconvenience in obtaining organic food and conventional food, so it can change the attitude of consumers to switch.
Propositions put forward is that if to obtain consumer products have a high motivation to elaborate information will inconvenience consumer businesses to understand and evaluate the inconvenience in obtaining these products, so consumers will know the difference inconvenience in obtaining organic food and conventional food. These conditions will weaken the relationship inconvenience obtain a product with an attitude Switch. The reasons underlying the negative relationship patterns are described below.
Previous research states that in order to obtain organic food facts is not easy and need extra effort because of various constraints such prices tend premium, low availability (Zanoli and Naspetti , 2002; Chinnici, et al., 2002) and limited alternative options (Chinnici, et al., 2002) , and the high cost of switching (Anton, et al., 2007) . However, in order to live a healthy life and preserve the environment , many consumers consume organic food ( Wandel and Bugge, 1997; Swanson and Lewis, 1993; Lea and Worsley, 2005; Ozclik and Ucar, 2008) . These conditions show marketers that marketers should be able to convince and motivate consumers to elaborate to obtain information that organic foods do not require significant additional effort. Thus, the formulation of the hypothesis is as follows :
H4: The higher the motivation to elaborate information will weaken the influence of differences in inconvenience for the positive attitude of consumers to switch to organic foods.
Attitude (AT)
Attitude is a process oriented to an individual's action, evaluation, basic knowledge, and relatively consistent perception relating to an object. Attitude is a consistent set of beliefs in an object that makes people tend to treat the object in a certain way (Weigel, 1983) .
In the context of product switching, previous studies have shown consistently that attitude has positive influence on intention to switch (Wen, 2010; Chen and Chao, 2011; Thapa, 2012) . Propositions put forward to describe the relationship between attitude and intention to switch is based on the phenomenon that a positive relationship patterns, ie the higher the positive attitude of consumers to switch, the higher intention to switch to organic food. The following are the reasons underlying the positive relationship patterns.
Previous research on the relationship attitudes towards organic food purchase intention consistently showed a positive correlation (Saba and Mesina, 2003; Thogersen, 2007; Chen, 2009) . This shows that between attitude and intention to switch to switch to organic foods showed a positive relationship. Thus, the formulation of the hypothesis as follows: 592 H5: The higher the positive attitude of consumers to switch to organic foods higher intention to switch to organic food.
In an effort to decide to switch or not to switch, consumers will look for information related to the availability of products that are needed, including in determining the food they consume. Food not only be just to satisfy hunger, but also to maintain health (Saba and Mesina, 2003; Thogersen, 2007; Tarkianen and Sundqvist, 2005; Chen, 2009) , even lifestyle (Chen , 2009) . High motivation in elaborating information enabling a better understanding of the characteristics of the product to be consumed, so will affect the attitude and intention to switch to alternative products (Maoz and Tybout, 2002) . Thus, the formulation of the hypothesis is :
H6: The higher motivation to elaborate on the information , will further strengthen the influence of attitude on the intention to switch to organic foods.
Based on the description of the process of intention to switch consumers from conventional food to organic foods can be prepared a basic framework model as shown in Figure 1 . 
Desain research
This study basically aims to test causal relationships between variables were assessed by the independent variable treatment and measuring its impact on the dependent variable. Based on these objectives, the design of appropriate research is experimental designs (Campbell and Stanley, 1966) .
Experimental design used was a laboratory experiment, the experiment carried out separately from everyday life that allows researchers not only can manipulate independent variables but also can control other confounding variables with a higher level of control of the experimental field (Ertambang, 2012) .
Experimental design used was between subject factorial consisting of a combination of treatments: 2 ( product attributes : high and low ) x 2 ( inconvenience : high and low ) x 2 (motivation to elaborate information : high and low), so there are eight experimental groups, who each get a different treatment and stimulus.
Stimulus
Given stimulus are 2 kinds, namely the medium of film and promotional gifts. Film media is designed as an attempt to socialize organic food by organic farmers association to be known to the public, as well as in the form of public opinion on organic food. The film is designed to stimulus attributes socialization high and low inconvenience, while movie disesain public opinion to attribute the low and high inconvenience. Promotional gift is the stimulus material for high information elaborate motivation, while elaborating low motivation are not awarded prizes. Promotional gift giving is intended to motivate participants to want to elaborate on the actual information in a magazine that is designed to give the impression
Manipulation Checking
Manipulation check was conducted to test whether participants' perception of the stimuli used in the experiment was the same as the perception of researchers, as well as the instruments used to test the effect on the dependent variable in our model. The number of participants in the manipulation check set 60 students. Manipulation check results into three treatment variables are presented in Table 1 .
Manipulation check results are listed in Table 1 indicate that the design of the third stimulus for treatment variables, namely : product attributes, inconvenience, and motivation elaborate show the diversity of information that can be used in laboratory experiments were conducted. 
Experimental Procedure
Laboratory experiments performed procedure is to create an atmosphere like in real conditions (blind experiment) so that participants reacted as in the actual conditions.The study participants consisted of 200 students of the Sebelas Maret University, which is divided into 8 groups of treatment.
Statistical Test
Statistical testing was conducted on the data validity and reliability testing, and hierarchical multiple regression. Validity and reliability of the data is done with the aim to ensure that the data obtained can describe the phenomenon being measured. Meanwhile, a hierarchical multiple regression (HRA) was conducted to determine the causal relationship between the variables studied (Grau, et al., 2001 ).
Result and Discussion
4.
The result of inter-variable correlational test
The result of inter-variable correlational test is presented in table 2. Table 2 shows that there is no correlation between variables are close to 1, so that the model predictions showed no perfect multicollinearity problems (r < 0.8) (Gujarati, 2009 ). These results indicate that the resulting model can be used to predict the phenomenon well. Besides the issue of multicollinearity, the model predictions should be free from the problems of autocorrelation and heteroscedasticity order predictor models remain blue. In connection with the problem of autocorrelation and heteroscedasticity then used prediction models ARCH (autoregressive conditional heteroscedasticity) or GARCH (generalized autoregressive conditional heteroscedasticity) (Engle 2001) . This model is a regression analysis model developed to accommodate variance is estimated to be the cause of inefficiency and at the same prediction variance can predict the cause of inefficiency models.
The Process of Establishing Switching Attitude to Organic Food
The process of formation of attitudes turn to organic food rests on four issues : (1) the effect of differences in the perception of product attributes on attitude switch to organic food, (2) the effect of differences in the perception of inconvenience on attitudes switch, (3) The effect of interaction of motivation to elaborate information on product attributes differences relationship with attitude switching to organic foods, and (4) The effect of interaction of motivation to elaborate information on the relationship differences inconvenience obtain organic food with attitude switching to organic foods. Based on the four issues forming the attitude switch the hierarchical regression Garch modeled with the following models Hierarchy 1: AT = Garch + + 1PA + 2IC + 3IEM + e .............. (1) Hierarchy 2: AT = Garch + + 1PA + 2IC + 3IEM + 4PA*IEM + 5IC*IEM + e ……………………………… (2) The discussion of the results of simultaneous test aims to explain the goodness -of -fit model obtained from the regression model are shown in Table 3 .
First, the results of hierarchical regression testing on the model level 1 shows the goodness -of-fit is good (F -test = 1672.570, p < 0.01). This shows that the regression model can be used to explain the phenomenon both attitude switch to organic food . While the value of adjusted R 2 = 0.9853 shows that the variance attitude switch to organic foods can be explained by the variance of product attributes, inconvenience and motivation to elaborate information by 98.53 %, while the rest of the variance is explained by other variables outside the model. 26.7627*** Note : *p < 0.10; **p < 0.05; ***p < 0.01; n = 200 Second, the results of hierarchical regression testing on the model of step 2 shows the goodness -of-fit is good (Test F = 1710.808 , p < 0.01). This shows that the regression model can be used to explain the phenomenon both attitude switch to organic food. While the value of adjusted R 2 = 0.9885 shows that the variance attitude switch to organic foods can be explained by the variance of product attributes, inconvenience and motivation to elaborate information by 98.85 %, while the rest of the variance is explained by other variables outside the model. Furthermore, two-way interaction effects were hypothesized shows the goodness -of-fit is good (test F in R 2 = 26.7627, p < 0.01). This indicates that the level 2 models differ significantly from the model level 1 in explaining the complexity of the phenomenon of attitude switch to organic food. This is evident from the value of the F statistic at level 2 (F stat = 1710.808, p < 0.01) higher in value than the F statistic level 1 (F stat = 1672.570, p < 0.01). This condition indicates that the motivation to elaborate information act to strengthen or weaken the relationship between independent and dependent variables in the sequent formation of attitudes switch to organic food.
The discussion on the results of tests of hypotheses about the process of attitude formation switch to organic food further described as follows.
The effect of different perceptions on Product Attribute on Positive Attitude to switching to Organic Food
The test results on the first level hierarchical regression showed that the differences in product attributes a positive influence on the attitude of the switch ( = 0.7677; Z value = 120.8184 ; p < 0.001). This shows that the higher the difference in product attributes , the higher the positive attitude of consumers to switch to organic food. These results support the hypothesis and answer (H1) and in line with the findings of previous studies (Wandel and Bugge, 1997; Swanson and Lewis, 1993; Vindigni, et al., 2002; Lea and Worsley, 2005; Ozcelik and Ucar, 2008; Thapa, 2012 ; Awogbemi, et al., 2012) .
Results of hierarchical regression testing on the second level also showed that differences product attributes positive influence on the attitude switching ( = 0.6429 ; Z value = 29.4958, p < 0.001). The pattern of this relationship explains that the higher the difference attributes of organic food products compared to conventional food, the higher the positive attitude of consumers to switch to organic food.
Thus, the results of these tests show the consistency of the effect of different attributes of the product on a positive attitude to switch to organic food.
The effect of different Inconvenience in obtaining food product on Positive Attitude to switching to Organic Food
Results of hierarchical regression testing on level 1 indicates that the difference inconvenience negative effect on attitudes switch ( = -0.3671; Z value = -63.7639 ; p < 0.01). This shows that the higher the perception of the difference inconvenience in obtaining the product, the lower the positive attitude of consumers to switch to organic food. These results support the hypothesis (H2) and in line with the findings of previous studies (Wathne, et al., 2001; Grace and O'Cass , 2001; Gerrard and Cunningham , 2004; Anton, et al., 2007) . The results of the second level hierarchical regression testing also showed that the difference inconvenience negative effect on attitudes switch ( = -0.2032; Z value = -5.5595; p < 0.01). The pattern of this relationship explains that this shows that the higher the perception of the difference inconvenience in obtaining the product, the lower the positive attitude of consumers to switch to organic food.
Thus, the results of the test showed that there is consistency in obtaining product inconvenience influence positive behavior and switching to organic food products.
The effect of interaction variables between Information Elaborating Motivation and Different Perception on Product Attribute on the switching-to-organic food attitude
The hypothesis that the higher the consumer motivation to elaborate information further strengthens the effect of food on the perception of differences attribute positive attitude switching to organic foods (H3) is supported on the second level of testing ( = 0.0284; Value Z = 5.1669 ; p = 0 , 01). The test results support the hypothesis (H3) and in line with the results of previous studies (Maoz and Tybout, 2002; Awogbemi, et al., 2012; Chiu and Chiu, 2012) . This indicates the moderating influence of motivation to elaborate information that reinforces the pattern of relationships product attribute differences in positive attitudes of consumers switch to organic food. Thus the findings of this study provide insight to marketers the importance of creating a stimulus that can build consumer motivation to elaborate on the information , so that through the stimulus is expected to increase positive attitudes of consumers switch to organic food.
The effect of interaction variables between Information Elaborating Motivation and Different Perception on Inconvenience in obtaining product on the switching-to-organic food attitude
The hypothesis that the higher the motivation to elaborate information will weaken the influence perception of inconvenience difference in positive attitudes of consumers switching to organic food (H4) is supported on the second level of testing ( = -0.0329; Value Z = -3.8122; p = 0.01). The test results support the hypothesis (H4) and in line with the results of previous studies (Maoz and Tybout, 2002; Savolainen, 2011; Chiu and Chiu, 2012) . This indicates the moderating influence of motivation to elaborate information weakens the relationship patterns inconveniencet obtain the product on the positive attitude of consumers switch to organic food. Thus, the findings of this study are practically giving understanding to marketers about the importance of creating a stimulus to encourage the growth of consumer motivation to elaborate on the information and provide an attractive and adequate information, so it can be expected to have an impact on increasing consumer awareness about the advantages of organic food attributes, and at least difference inconvenience in obtaining organic food, so it will have a positive impact on attitudes switch.
The Process of Establishing the Switching-to-Organic Food Intention
The process of forming the intention to switch to organic food depends on two issues : (1) the effect of a positive attitude to switch on the intention to switch to organic foods; and (2) Results of hierarchical regression hypothesis testing in the process of forming the intention to switch to organic foods is shown in Table 4 . This stage begins with a discussion on the results of simultaneous test that aims to explain the goodness -of -fit model obtained in the regression model each level.
First, the results of tests on the regression model hierarchy level 1 shows the goodness -of-fit is good (Test F = 1163, p < 0.01). This indicates that the regression model which can be used to explain the phenomenon of intention to switch to organic food properly. While the adjusted R 2 = 0.9761 indicates that the intention of switching to organic food products can be explained by the motivation to elaborate information and attitude switch of 97.61 % , while the rest is explained by the variance of the variables outside the model. 3.7938** Note : *p < 0.10; **p < 0.05; ***p < 0.01; n = 200 Second, the results of tests on the regression model hierarchy level 2 shows the goodness -of-fit is good (Test F = 1038.280, p < 0.01). This indicates that the model can be used to explain the phenomenon well. Meanwhile, the value of the adjusted R 2 = 0.9766 indicates that the intention of switching to organic food products can be explained by the motivation to elaborate information and attitude switch of 97.66 % , while the rest is explained by the variance of the variables outside the model. Furthermore, two-way interaction effects were hypothesized contribute the higher goodness -of-fit test (F test at R 2 = 3.7938 , p < 0.01). This indicates that the regression model 2 levels differ significantly from one level regression model to explain the complexity of the phenomenon of intention to switch to organic food products. This condition indicates that the motivation to elaborate information is important that consumers consider to strengthen or weaken the intention to switch to organic food.
The discussion on the results of tests of hypotheses about the process of forming the intention to switch to organic food further described as follows.
The effect of switching attitude on the switching-to-organic Food intention
Test results using the first level hierarchical regression showed a pattern of positive influence attitudes towards switching intention ( = 0.6494; Z value = 37.8755, p < 0.001). This shows that the higher the positive attitude, the higher intention to switch to organic food. These results support the hypothesis (H5) and in line with the findings of previous studies (Keaveney, 1995; Bansal and Taylor, 1999; Saba and Mesina, 2003; Thogersen, 2007; Chen, 2009; Tung, et al., 2012) .
The test results on two levels also showed a positive influence patterns of attitudes to switching intention ( = 0.3164 ; Z value = 22.1930, p < 0.001). The pattern of this relationship explains that the higher the positive attitude switch, the higher the intention of switching to organic food.
Thus, the results of these tests showed a positive attitude switch consistency influence on the intention to switch to organic food. These findings indicate that the attitude switch is forming the intention to switch to organic food.
The effect of interaction variables between Information Elaborating Motivation and Switching attitude on the switching-to-organic food intention
The hypothesis stating that the consumer's higher motivation to elaborate further strengthened the effect of the consumers' positive attitude on the intention to switch (H6) supported on second level of hierarchical regression testing ( = 0.1067 ; Z = 23.3695 ; p = 0.01 ). The test results support the hypothesis (H6) and in line with the findings of previous studies (Maoz and Tybout, 2002; Chiu and Chiu, 2012) . This suggests a moderating influence motivation to elaborate information on the pattern of relations a positive attitude with the intention of turning consumers switch to organic food. Thus, the findings of a study on forming sequent practical intent of this switch also provides insights to marketers of organic food products on the importance of creating a stimulus to encourage the growth of consumer motivation to elaborate on the information and provide interesting information and adequate, with the hope to increase positive attitudes to switch so that in turn will increase the intention to switch to organic food.
Conclusion
5.
At sequent formation of attitudes, the results showed that the factors forming attitudes switch to organic food is variable product attributes and inconvenience as well as motivation to elaborate information. In addition to elaborate motivation variables significantly contribute information as moderating the relationship between the variables of product attributes and inconvenience with an attitude switch. Moderating role of motivation variable information elaborates on the relationship with the product attribute variable switching attitude is strengthening ties to these two variables. Instead the role of moderating variables motivation to elaborate on the relationship variable information inconvenience obtain a product with an attitude switch is weakened ties to these two variables.
At sequent formation of intention to switch, the results showed that the factors forming the intention to switch to organic food is variable switching attitude and motivation to elaborate information. In addition to elaborate motivation variables significantly contribute information moderate the relationship between the variables of attitude switch with switching intentions. Moderating role of motivation variable information elaborates on the relationship with the intention of turning the attitude variable switch is strengthening ties to these two variables.
The theoretical implications of this study helps to understand the basic concepts of consumer switching behavior. From the perspective of an organic product marketers, need to create a stimulus that can encourage the growth of consumer motivation to elaborate on the information and provide interesting information and adequate, with the hope of improving understanding of related organic food products that have an impact on increasing positive attitude to switch which in turn will increase the intention to switch to organic food.
The switching intention model resulting from this study had been proved for its robustness theoretically and methodologically, but research laboratory experiments conducted in depth not discuss the behavior before and after treatment, therefore, future studies could follow up with an experimental design field so that the effectiveness of a given treatment will more real.
